Taking into consideration the increasing role of sustainability in the luxury industry, our study investigates the role of celebrity credibility, celebrity familiarity, luxury brand value, and brand sustainability awareness on attitude towards celebrity, brand, and purchase intention for sustainable consumption. For this, we explored relationships among these variables to test a conceptual model which is developed using existing knowledge available in academic research on this topic. Data for testing were collected from high-end retail stores in the UK about the world top luxury brands by brand value in 2019, also acknowledged for their major engagement in sustainability. Findings from a survey of 514 consumers suggest that celebrity credibility is a very strong key to increasing purchase intentions of sustainable luxury goods. The study has important implications for the expansion of current literature, theory development and business practices. Limitations of the study are also outlined, and directions for future research are considered too.
credibility [31] , brand equity [32] , corporate credibility, and corporate image [33] . Despite these studies, current research shows that very little research work has been done on celebrity credibility [34] , luxury brand value, brand awareness, and familiarity, and further their effects on attitudinal and behavioural constructs. To minimise these gaps, a conceptual model based on these relationships is developed. To address these relationships, associative network theory and theory of planned behaviour are used. Then, by verifying the conceptual model, the purpose of the study is to examine the importance of celebrity credibility, luxury brand value, brand awareness, and familiarity on attitudinal and behavioural constructs of the consumers in order to use celebrity endorsers to enhance sustainable product allure and glamour also in the luxury sector, considering that the domain of luxury is disconnected from daily purchases. Results from this study would help managers and advertisers to understand these effects in detail.
The paper starts with an explanation of the conceptual model, and a series of hypotheses are presented. Next, the paper sets out the research method, and a large-scale field survey investigation is undertaken to examine the results of the research hypotheses. Finally, the discussion and conclusions are presented.
Conceptual Framework
The conceptual model applied in this study is based on two theories. The first theory is of associative network theory, while the second theory is of planned behaviour. Associative network theory is used to explain the relationship between the celebrity and the brand. Theory of planned behaviour is used to explain the relationship between attitude, social norms, and behavioural control.
According to the associative network theory, human memory is defined as a network of interconnected nodes. Each node holds information and is connected or associated with other node based on associative links, such that when an individual thinks of something, s/he also activates other associated nodes [24] . In this study celebrity and brand represent nodes, which are interlinked and associated to each other, such that when consumers think of a celebrity, they may actually think of the endorsed brand, and vice versa [24] . This linking could provide a desirable association conducive to the creation of brand awareness and brand value [32] .
The theory of planned behaviour-developed by Ajzen [35, 36] -corrects the original model's limitation in predicting behaviour over which people have only partial discretionary control [37] . According to this theory, the most immediate and important predictor of behaviour is the person's intention [37, 38] . The intention is determined by the attitude, i.e., the person's overall evaluation of favourableness or unfavourableness of the outcomes of the behavioural performance [36, 37] . The second construct is a subjective norm, i.e., the person's perception of social pressure to perform or not to perform the behaviour. The last is perceived behavioural control, which suggests that the individual's perceptions of the ease or difficulty of performing the behaviour of the interest [37, 38] . In this study, all the three, i.e., attitudes (attitude towards the celebrity, attitude towards the brand), social norm (luxury brand value), and behavioural control (purchase intentions), has been taken to the model. Hence, Figure 1 presents the conceptual model applied in this study. 
Celebrity Credibility and Celebrity Endorsement
Employing an appropriate celebrity endorser to promote a brand is an important, but yet difficult task [16, 39] . Firms use several celebrity attributes to reduce the level of risk, involved in hiring a celebrity, such as an image, familiarity, and match-up between the brand and celebrity, etc., and one of the most important in all of them is celebrity credibility [39] . Celebrity credibility is defined as the extent to which the recipient perceives the source as having relevant knowledge and/or experience, and therefore, trusts the source to give unbiased information [15, 34] .
Research on the celebrity endorsement topic is derived from a landmark study on source credibility carried out by Hovland and his associates in 1953 [40] . Their study fundamentally rests on two general models: The source attractiveness model and the source credibility model. The source credibility model encompassed the expertness and trustworthiness of the source, while the source attractiveness model encompassed the attractiveness of the source. Source expertness is defined as the extent to which the source is perceived to be a source of valid assertions; source attractiveness is defined as the degree to which the source is considered to be familiar, likeable, similar and attractive; and source trustworthiness is defined as the degree of confidence in the communicator's intent to communicate the assertions he/she considers most valid [41] [42] [43] . Therefore, a celebrity engaged in sustainable causes can influence luxury consumers thanks to his attractiveness, justified by means of the source's expertness and trustworthiness.
A number of empirical investigations have been carried out into the effectiveness of celebrity credibility [19, 41, [43] [44] [45] [46] [47] . Most researchers have supported the generalisation that celebrity credibility influences beliefs, opinions, attitudes, behaviours and other credibility constructs [43, [48] [49] [50] . Miller and Basehart [51] and McGinnies and Ward [52] investigated the impact of celebrity credibility on the persuasibility of the communication. Their results showed that when the celebrity endorser was highly credible, there was a positive impact on message persuasiveness and attitude change, while a celebrity endorser with low credibility was considered to be a questionable message source [19, 34, 52, 53] .
Further, it has been observed that a credible celebrity can also help in inducing the desired behaviour with regards to the advertisement, brand and purchase intention [49, [54] [55] [56] . Lafferty and Goldsmith [48] , Goldsmith et al. [49] and Lafferty et al. [44] demonstrated the significant effects of celebrity credibility on attitude towards advertisement, attitude towards brand and purchase intention. La Ferle and Choi [50] examined a similar model in the South Korean context and proved that the celebrity credibility model had a positive effect. Sallam and Wahid [54] conducted a similar study within the context of Yemen and found a higher impact of celebrity credibility on all three attitudinal and behavioural constructs. Despite these studies, there is little evidence of celebrity credibility on attitude towards celebrity.
Based on this, the next hypothesis is: Hypothesis 1. Celebrity credibility has a positive attitude towards celebrity endorsement.
Celebrity Familiariry and Celebrity Endorsement
Familiarity is defined as an individual's familiarity with the source through any media exposure [57] . According to Fleck et al. [58] , the effectiveness and acceptance of the message delivery may depend on the individual's familiarity with the source. It means that when the individual is familiar with the source, then the individual will less look for external information, while, the unfamiliarity with the source can increase the need for the external information [59] .
Familiarity within the context of celebrity endorsement suggests consumers' knowledge regarding the celebrity and show how much they are familiar to the celebrity [60] [61] [62] . Previous research by using the relevant construct, i.e., brand, has proved that when the consumers are familiar with the brand, they will show a positive attitude and confidence towards the brand. While, when the consumers are unfamiliar with the source, they show a less positive effect and confidence towards the brand [59, 63, 64] . When consumers are unfamiliar to the celebrity, they are less likely to process the information in a similar way, mostly due to the reason that they have to learn and form accurate information. In the case of familiar celebrities, consumers already have some prior knowledge. In such circumstances, they are more likely to engage in a relatively less extensive, more confirmationbased processing and show higher positive attitudes toward the celebrity [64] . Hence, based on this argument, it can be suggested that celebrity familiarity has a positive effect on attitude towards the celebrity endorsement. Based on this, the next hypothesis is: Hypothesis 2. Celebrity familiarity has a positive effect on attitude towards the celebrity endorsement.
Attitude towards Celebrity Endorsement and Purchase Intention
Attitude is defined as an individual's personal evaluation, emotional feelings, and actions tendency towards affairs, objects, ideas, and behaviours [19] . It acts as a basis to individual's willingness in behaving under a specific manner [65, 66] . The concept of attitude has been vastly applied in the marketing context since the 1960s [66] . Gresham and Shrimp [67] firstly proposed the impact of attitude on behaviour in marketing. It is suggested that a highly likeable and credible celebrity can form constructive consumers' attitude, which can further affect the behavioural intention [44, 67, 68] . It is also confirmed from the current literature that celebrity endorsement brings a significant and direct effect on the purchase intention [49, [59] [60] [61] [62] 69] . Based on the above discussions, the next hypothesis suggests that: Hypothesis 3a. Attitude towards celebrity endorsement has a positive effect on purchase intentions.
Attitude towards Celebrity Endorsement and Brand Awareness
One of the major objectives of advertising is to create brand awareness, so that consumers can recall and recognise the brand name at the purchasing time [70] . Celebrity endorsers as an advertising source are an effective strategy to enhance brand recall and recognition [71] . They create a cobranding between themselves and the brand, such that when the consumers get information on celebrity endorsers, they equally, based on the associative nodes, get the awareness on the brand [72, 73] . The associative nodes theory suggests that when a celebrity endorses a brand, consumers' perception of the celebrity link up with the associations of the endorsed brand in the memory [31, 46] . Such a connection transfers the meanings of the celebrity, sustainability, for instance, among others, to the endorsed brand and increases brand awareness [46] , also in terms of responsible choices towards society and environment. Research has found that celebrity endorsers are more effective than various other types of endorsement techniques in creating brand awareness [27, 30] . Despite the importance of this relationship, only a little evidence has been found on examining the effect of celebrity endorsement on brand sustainability awareness [31, 32] . Therefore, the next hypothesis is: Hypothesis 3b. Attitude towards celebrity endorsement has a positive effect on brand sustainability awareness.
Attitude towards Celebrity Endorsement and Brand Attitude
Existing perceptions on the favourability of the credible celebrity can highly influence consumers' processing and assessment regarding the brand [68] . Many studies have explained and examined the influence of celebrity credibility on attitude towards the brand [24, 55, 56, 74] . Solomon [25] suggested that consumers do not know the celebrity; however, they admire and accept them as reference groups, such as athletes, celebrities, performers or successful businesspersons. According to Solomon [25] , consumers match themselves with celebrities and take them as a reference. Since consumers admire the celebrity, they would change their perception to the particular brand, when they see the advertisement endorsed by the celebrity endorser. For example, if the celebrity endorser adopts a sustainable behaviour, a consumer might perceive the brand as sustainable as the celebrity is and change the perception towards the brand.
Literature [68] reveals that celebrity endorsement can have a direct and indirect effect on attitude towards the brand. Goldsmith et al. [49] suggested that the effect of celebrity credibility on attitude towards the brand was mediated through the attitude towards the advertising. On the other-hand, Sallam [68] suggested that celebrity credibility had a partial effect on attitude towards the brand, while, Wang et al. [74] found that a celebrity endorser with high credibility could create an attitude towards the brand. Therefore, the next hypothesis is: Hypothesis 3c. The celebrity endorsement will positively affect the Attitude towards the brand.
Attitude Celebrity Endorsement Effect and Luxury Brand Value
Radon [75] suggested that luxury brands are built on perceptions and images, and this can be strengthened by associating the brands with celebrity endorsers. Celebrity endorsers are extremely important and valuable to the brands, especially in the luxury fashion sectors [76] . They have enormous power and can successfully contribute to make and create luxury brands. They can transfer their personality, glamour, beauty, talent, style, status and sustainable behaviour to the luxury brands. Brands like Gucci, Prada, Dior, Swarovski, etc. have buoyed their demand and expand their markets by the involvement of celebrity status.
Research on celebrity endorsement effect on luxury brands is not extensive. Stafford et al. [77] and Spry et al. [32] suggested that the effectiveness of a celebrity endorsement can create credibility for a luxury brand. Okonkwo [76] suggested that celebrity endorsement is a great brand awareness creation tool, which can transfer the personality and status to the luxury brands' image. Pai [78] found that for luxury brands, using a celebrity endorser as a spokesperson leads to better advertising effects. Mostly, these researchers have given their suggestions on the topic, and very few of them has tried to examine the effect of celebrity endorsement on luxury brand. Based on this, the next hypothesis is:
Hypothesis 3d. Attitude towards celebrity endorsement has a significant effect on the sustainable luxury brand value.
Brand Awareness and Brand Attitude
Brand awareness refers to whether consumers can recall or recognise a brand, or simply whether or not consumers know regarding a brand [79] . Brand awareness provides a learning advantage for consumers and influences them in making a decision by including the brand in their consideration set [79] . A familiar brand has a better information retrieval in the brain and has higher chances of chosen by consumers.
Previous researchers [80] have suggested that brand awareness consists of brand recall and brand recognition. Brand recall means when consumers see a product, can they recall a brand name exactly, while brand recognition means whether consumers the ability to identify a brand, when there is a brand cue, i.e., whether consumers can tell a brand correctly, if they ever see it again [80] . Furthermore, researchers [81] also differentiated between both of the parts, above, of brand awareness, based on depth and width. Depth is defined as how consumers recall or identify brand and width means when consumers purchase a product, whether a brand comes in their mind [80] .
It is suggested that brand awareness has a positive effect on the brand attitude [80] . Consumers mostly prefer to buy a familiar and well-known brand [82] . They will show positive attitudes and preferences towards the brands, which are established and highly recognisable [80, 83] . However, despite this importance, research on brand awareness effects on brand attitude is very scarce [79] . Mostly, researchers [82] have used lab experiments to examine these effects, and there is limited research on examining the effects based on quantitative data. To cover this gap, the next hypothesis is:
Hypothesis 4a. Brand awareness has a positive effect on brand attitude.
Brand Awareness and Purchase Intention
Alike, brand awareness effects on brand attitude, this study has also analysed the effects of brand awareness on purchase intention. Mostly researchers [80, 84] have suggested that brand awareness can influence consumers' purchase intention. According to the researchers [80, 85] , a well-known brand can highly incline consumers to purchase the brand, whereas, an unfamiliar brand can decrease consumers' intention to make the purchase. Although, previous researchers [80, 85, 86] have found the positive effects of brand awareness on purchase intention, there is still a little evidence available in the literature. Therefore, the next hypothesis is: Hypothesis 4b. Brand awareness has a positive effect on purchase intention.
Brand Attitude on Purchase Intention
A precedent has been set in the literature for the relationship between attitude towards the advertising, attitude towards the brand, and purchase intentions [49] . These causal sequences of attitude towards advertising to attitude towards brands, and attitude towards brand leading to purchase intention is an important measure of the source (i.e., advertising, celebrity, and brand) effectiveness [49] . Brand attitude suggests consumers' emotional reaction towards a brand [87] , while, purchase intention suggests whether the individual would buy the brand. Previous researchers [44, 49, 87] have examined consumers' positive attitude towards the brand on buying behaviour. According to this research [49, 87] , positive attitude towards the brand increases consumers chances of purchase intention. Based on this relationship, the next hypothesis is: Hypothesis 5. Brand attitude has a positive effect on purchase intentions.
Vanity and Luxury Brand Value
Vanity is defined as having an excessive concern, and/or a positive view of one's physical appearance/personal achievements [73] . It is characterised by strong emphases on the outward appearance, because of its physical concerns and on conveying social status through conspicuous consumption, because of its achievement concerns [88] . In this sense, it can be claimed that vanity is a personality trait, which is influenced by social/outside pressures [89] .
Netemeyer et al. [90] categorised vanity based on physical and achievement vanity. They suggested that physical vanity is a concern for, and/or a positive view of, one's physical appearance, while, achievement vanity is an excessive concern for, and/or a positive view of, one's personal achievements [89] . The idea of physical vanity can be observed through various mediums, where the public are introduced to a constant stream of beautiful men and women, and are suggested that if they follow certain lifestyles, they will enhance their attractiveness. Within the academic world, studies [89] have suggested that physical attractiveness is significantly associated with social popularity, power, as well as increased self-esteem. It is suggested that attractive people are conceived as dominant, healthy, clever, and sexually attractive [89, 91] . Achievement vanity is explained based on material possessions, such as success or status, which explains the achievements of individuals. Once again, various mediums are used to show individuals' off achievements, which they can achieve by following certain lifestyles.
Discourse on a vanity can be found in disciplines as diverse as linguistics, anthropology, economics, poetry and even consumer behaviour. In marketing literature, research suggests that the behaviour of vanity is usually observed by consumers to signal their social status and wealth by consuming luxury brands [92, 93] . As luxury brands are appearance-related conspicuous products, vanity plays a role in influencing, motivating, and promoting brands to the consumers [88, 94] .
Vanity has received very little attention in the consumer behaviour or consumer affairs literature, and only a few studies have been found on examining its effects on luxury brands. Sedikides et al. [95] suggested that influential consumers, who are prone to vanity, also have higher spending on high-prestige products. Durvasula et al. [89] claimed that vanity was importantly linked with the consumption of luxury brands. Park et al. [88] failed to find the effect of vanity on luxury brands, while Hung et al. [73] only found the effect of vanity on purchase intention towards luxury brands and could not find any moderating effect of vanity on consumer perception, social influence, and purchase. Hence, the next hypothesis is: Hypothesis 6. Vanity has a positive effect on intentions.
Luxury Brand and Purchase Intention
The word 'luxury' in the luxury brand is derived from the Latin word 'luxuria', and it means 'extra of life' [96] . There is no universally recognised marketing definition of luxury brands in the literature. However, authors have usually classified them with the words like hedonistic experience, high price, heritage, controlled distribution, personalised service, social privilege, affluence, and luxury [96, 97] . Luxury brands provide extra pleasure, and their usage brings supremacy, status, and esteem in its users.
Radon [75] mentioned that luxury brands have three benefits, i.e., functional benefits (intrinsic advantages of the brands), experiential benefits (feelings one get after the consumption), and symbolic benefits (extrinsic advantages of the products and services consumption). Hung et al. [73] suggested that functional benefits manifest the actual goods and service quality as perceived by the consumers. The experiential benefits consist of feelings and thoughts, which suggest that luxury brand is precious, rare and unique, while, the last category, i.e., symbolic benefits, indicate conspicuousness, expensiveness, and wealth of the brand [73] . Overall, these benefits impact the overall consumers' motivation to consume the luxury brand.
Luxury brands are critical extrinsic cues, which help consumers to gain social status in society [98] . Luxury brands enable consumers to satisfy their socio-psychological needs and are used as a means to impress others in society [98, 99] . Bian and Forsythe [100] suggested that consumers, who desire self-expression and self-presentation attitudes, seek luxury brands that possess characteristics that reflect consumers' intrinsic values and beliefs. These attitudes further promote consumers' purchase intentions towards luxury brands [100, 101] . Based on these explanations, the next hypothesis is: Hypothesis 7. Luxury brand value has a positive effect on purchase intention.
Materials and Methodology

Empirical Setting
The study hypotheses are tested through the perceptions of consumers of high-end retail shops who enjoy a favourable reputation, due to the retailers' brand names [102, 103] . The data were collected between May 2019 and August 2019 in London from the world top luxury brands by brand value in 2019, also acknowledged for their major engagement in sustainability [104] . This research uses non-probability snowballing as a distribution method to increase the sample size and access a representative sample within an inter-connected network of people [105] . This research collects a total of 562 questionnaires through face-to-face questionnaire and online survey, but excludes 48, due to large amounts of missing data. After making every possible effort to increase the response rate, this research obtains and analyses a total of 514 usable, completed questionnaires.
The majority of participants are female (56.8%) between the ages of 40 to 49 (29.2%) and have the place to purchase a luxury product than two times (42.6%) and twice (205%) per month. A high percentage of respondents are businessman/woman (34.3%). 64.5% are professionals, such as lawyers, dentists or architects. 17.5% are retired. 66.3% of the respondents have a master's degree or above. Table 1 illustrates the respondent characteristics in more detail. 
Measurement
This paper used the scale measurement from earlier studies, recognised to be psychometrically sound [106, 107] . Celebrity credibility is measured based on three constructs (i) attractiveness, (ii) trustworthiness, and (iii) expertise [32, 108] . Familiarity is tested through three items based on Spy et al.'s [32] study. Attitude towards celebrity endorsement scale contains six items [41, 109, 110] . Brand awareness is measured based on Ohanian [41] and Spry et al. [32] recommendation with four items. Brand attitude is measured through brand association [111] [112] [113] [114] [115] [116] and brand belief [33, [117] [118] [119] [120] [121] . Vanity is also obtained from Hung et al. [73] . Luxury brand value is measured via three constructs (i) symbolic, (ii) experiential, and (iii) functional [73, 122] . Purchase intention is measured through 3 based on the recommendation by Calvo Porral and Lang [123] and Hung et al. [73] . Respondents are asked to indicate on seven-point Likert-type scales ranging from strongly disagree (1), to strongly agree (7) .
The research measurement items are examined for reliability and validity. The construct level reliability is examined to ensures that items allocated to the same constructs reveal a higher relationship with other items. The construct level reliabilities of the scales are well above the commonly accepted requirements for psychometric reliability tests (0.708 through 0.810 > 0.70) [107, 124] . The descriptive data for the constructs of interest are illustrated in Table 2 . 
Results
This study employed exploratory factor analysis (EFA) to examine inter-relationships between large numbers of variables, and to describe such variables in terms of their common underlying factors [107] . Initially, 59 items of measures of the thirteen proposed constructs are subjected to EFA. EFA is used to determine the factor structure of measures, scrutinise internal reliability and discover underlying structures in the research variables [125] . Table 3 illustrates the item loading (0.729 through 0.952) from the rotated component matrix, which satisfied the minimum criteria for factor loadings and fit within the theoretical factor structures [107] . Furthermore, the results designate that Cronbach's alpha (0.736 through 0.959) for each factor is internally consistent [124] . Table 4 demonstrates that the majority of the independent variables significantly correlated to the dependent variables and the majority of variables are linear with each other. In addition, in this study, to examine the common method bias and a common latent factor, we employed Harman's one-factor test by using a chi-square difference among the original and fully constrained model [126, 127] . The results show that the two models are statistically dissimilar and share a variance, and the original findings of the model were examined without any consideration of method biases. To examine the research model and hypotheses, this study uses analysis of moment structure (AMOS) 21, confirmatory factor analysis (CFI) and structural equation model (SEM). Based on the recommendation by Hair et al. [107] and Tabachnick and Fidell [125] , the model fit is assessed for overall fitness. The results show that root mean squared approximation of error (RMSEA) (0.063 < 0.08) and the comparative fit index (CFI) (0.918 > 0.90) provide sufficient unique information to evaluate a model, which indicates acceptable fit [128] . Tucker-Lewis index (TLI), and the incremental fit index (IFI) indicate satisfactory fit (0.910 and 0.918 > 0.90, respectively) [107] . Furthermore, the goodness-of-fit index (GFI) and the adjusted goodness-of-fit index (AGFI) are below the acceptable cut-off level (0.812 and 0.786, respectively). Based on Hair et al. [107] , there is no exact value on any index can distinct models into satisfactory and unsatisfactory fits.
Based on the standardised parameter estimates for the hypothesised associations between the research constructs, the findings, as shown in Table 5 , offer support for H1 (celebrity credibility -> attitude towards celebrity endorsement) (γ = 0.871, t = 6.999). The relationship between customers perceptions towards celebrity familiarity and attitude towards celebrity endorsement is not statistically significant (γ = 0.094, t = 1.660, p = 0.094), therefore, hypothesis 2 is rejected. Hypotheses H3a (Attitude towards Celebrity Endorsement -> Purchase Intention) and H3b (Attitude towards Celebrity Endorsement -> Brand awareness) (γ = 1.017, t = 2.043; γ = 0.425, t = 9.732, respectively) are supported. However, the results show there is no significant relationship between attitude towards celebrity endorsement and brand attitude (γ = 0.057, t = 1.141, p = 0.254), thus, hypothesis 3c is rejected. Hypothesis 3d shows the direct relationships between attitude towards celebrity endorsement and luxury brand value (γ = 0.237, t = 6.124). With regard to hypothesis H4a and H4b, the results demonstrate that there is no relationships between brand awareness and brand attitude (γ = 0.097, t = 1.882, p = 0.060). In addition, the relationships between brand awareness and purchase intention is found insignificant (γ = 0.069, t = 1.604, p = 0.109).
On the other hand, there is a significant relationship between brand attitude and purchase intention (γ = 0.983, t = 2.043) and the examination demonstrates the significant relationships between vanity and luxury brand value (γ = 0.068, t = 3.104), so, hypotheses H5 and H6 are fully accepted. Regarding hypothesis 7, there is a significant relationship between luxury brand value and purchase intention (γ = 8.070, t = 2.018). The results validate the research model and the hypothesised relationships between the constructs of interest; eight out of the eleven relationships are accepted. 
Discussion and Theoretical Implications
Based on the aim of our paper and to minimise the gaps, we employed associative network theory and theory of planned behaviour to develop our conceptual model. Our validated model identified the key role of celebrity endorsement, in terms of credibility, familiarity, luxury brand value, and brand sustainability awareness on attitude towards celebrity, brand and purchase intentions to stimulate a sustainable consumption. The findings of this study suggest that most of the hypotheses are confirmed. This study confirms that celebrity credibility has a positive effect on attitude towards celebrity endorsement. These outcomes are in line with the previous studies, where researchers [50, 54] have confirmed the positive effects of celebrity credibility on attitude towards celebrity endorsement.
Similarly, H1, H3 have also been confirmed. The literature [63, 64] shows that familiarity brings a positive effect on attitude towards celebrity. Similarly, hypotheses H3a, H3b, and H3d, i.e., attitude towards celebrity endorsement effects on purchase intention, brand awareness, and luxury brand value are all confirmed. Previous researchers [31, 44, 78] have examined the effects of similar constructs effects on purchase attention, brand awareness, and luxury brand. It is evident from their studies that celebrity credibility transfers the positive effects on purchase attention, brand awareness, and luxury brands. However, it is very interesting to comment on the potential meaning of the notsupported hypotheses.
The positive effect of familiarity surprisingly does not impact on attitude toward celebrity endorsement, i.e., H2. This means that the process of familiarity to the celebrity does not ensure a positive influence on attitude toward celebrity revising the process of prior knowledge and information from the familiar celebrity [64] .
This study additionally does not confirm the effect of attitude towards celebrity on brand attitude is not confirmed, i.e., H3c, despite most of the previous studies have presented different outcomes [74, 129] . This result perhaps reveals that attitude towards celebrity does not have a positive impact on brand attitude because it could be related to other factors, such as attitude toward advertising [68] expressing partial or neutral effect.
Furthermore, brand awareness does not have a favourable impact on both brand attitude and purchase intention, i.e., H4a and H4b These findings are not in line with the previous studies [79, 86] demonstrating a different interpretation of the brand awareness in terms of recognition and recall to the brand.
Finally, this study also confirms that brand attitude has a positive on purchase intentions, and vanity has a positive effect on luxury brand value-while luxury brand value has a positive effect on purchase intention. Once again, these findings confirm findings from the previous studies [88, 89, 101 ].
Managerial Implications, Limitations and Future Studies
As suggested by the current analysis, celebrity endorsement constitutes a relevant tool in building up sustainable firm value, especially in the luxury sector, where consumers demand more and more for sustainable productions, even though they seem not concerned with sustainability when they purchase luxury products. In fact, nowadays, it is not so clear what are the relevant factors which lead customers to prefer or not sustainable luxury products [130] . By paradox, they assume luxury products are made sustainably, as a firm value. It seems that luxury consumers approve sustainable products, but they do not want to verify this sustainability claim. Hence, celebrity endorsement certifies this tension, without directly communicating a sustainable message that may produce refusal effects on the emotional side. On the contrary, this effect can significantly deteriorate when celebrity endorsements are improperly managed. That is, this study has made a number of implications for practitioners.
First and foremost, the results will help managers to understand the effect of celebrity credibility on attitude towards celebrity endorsement. It will help practitioners to understand the importance that the credibility of celebrity brings towards celebrity. The perspective is very relevant when planning the communication strategy towards sustainability that cannot be directly arranged and addressed to the audience, because of its inefficacy. Accordingly, luxury firms that communicate their responsible behaviours by a secondary source, have to pay greater attention to the reputation of the celebrity instead of his/her popularity [131] . Secondly, this study will help practitioners to understand the effects of celebrity familiarity on attitude towards celebrity endorsement. It will help them to recognise that a familiar celebrity increases consumer's attitude towards a celebrity, which can increase consumers' preferences. Similarly, this study will help practitioners to understand the value of positive effects of attitude towards celebrity endorsement on purchase intention, brand awareness, and luxury brand value. Managers will be clear on the significant effects of these relationships and will be able to hire familiar and like celebrities, responsible towards the environment and society. This study also provides guidance to managers to understand the importance of brand attitude on purchase intention, which means that consumers' positive attitude towards brand increases the chances of behavioural intention. Finally, this study will help practitioners to understand the significant positive effects of vanity on luxury brand value, and luxury brand value on purchase intention. These relationships will help managers to understand the crucially and significance of luxury brands on the individual's social status and consumptions, better understanding the consistent value of inspired sustainability. In our study, vanity and familiarity are considered as independent variables. Future studies could consider vanity and familiarity as either control or moderating variables.
Despite these remarkable suggestions, the study has a few limitations that have provided avenues for future research. First of all, generalisability and validity are "must" requirements. Future studies should be based on this topic in different research settings to resolve the generalisability and validity issues. Secondly, future studies should gather data by using probability sampling, rather than the convenience sampling, which is used in this study and found as a limitation. Next, future studies should bring the boundary conditions, i.e., future studies should be conducted on how consumers' see the brand and celebrities, when they have high and low credibility and/or presence. Future studies should also be conducted on examining the topic based on international and local celebrities and/or brand. Future studies should also do comparison studies. Finally, future studies could consider the effects of brands and celebrity endorsement on social media (e.g., Instagram), within different countries [132] . Another interesting study could be conducting an experimental study to compare the results of two different brands and their celebrity endorsements through a factorial design study.
In conclusion, given the continuing growth of celebrity endorsements in the luxury sector, this research, with the theoretical and managerial implications discussed above, provides pivotal knowledge to researchers and marketers, but also highlights the challenges and opportunities that luxury brands may have with regard to sustainability, in the awareness that it is not a deferrable goal by now.
